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ABSTRACT
This thesis sought to discover how the use of media for missions developed within the
Pentecostal tradition. In order to accomplish this, the historical development of the print medium
and the introduction of radio will be analyzed. Additionally, methods of visual media will be
introduced by discussing televangelism, media and theology, and the ethics of missions
photojournalism. From there, the thesis transitions to the current use of digital media. Digital
media today includes, but is not limited to, electronic newsletters, photos, videos, and social
media. For the sake of this paper, only those for digital media mediums/platforms will be
discussed. The use of digital media will also be discussed in regard to visual storytelling and
media marketing. Lastly, today’s digital media will be applied to missions by discussing the role
of digital media within the missional fundraising process for current and coming generations of
missionaries.

KEY WORDS: Pentecostal tradition, visual media, digital media, missions, missional
fundraising.
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INTRODUCTION
The Thesis and the Task
In a world where the use of media is unavoidable, how is it being utilized within the Pentecostal
tradition? Every day, companies, nonprofits, and individuals use digital media to inundate their
audiences with ads and information. If media is an obvious and effective method of
communication, how might Pentecostals use this to their advantage in sharing the Gospel
message? If we, as followers of Christ, are commanded to fulfill the Great Commission, then we
must assess what the most effective methods of communication are to spread the Gospel and
reach the lost. With that in mind, we must apply the use of media to our missionary endeavors.
The thesis of this research paper is to discover how the use of media for missions developed
within the Pentecostal tradition.

Structure and Flow of the Argument
For the sake of this research, missions will be defined as individuals who are traveling to
minister to those of linguistic difference. The context for the study of the Pentecostal tradition
and use of digital media will be within the United States unless stated otherwise. Whenever the
word media is used within this literary analysis, it will always be digital and in connection with
missions. In order to accomplish the goal of this thesis, the paper will begin with a historical
analysis of the use of print and radio within the Pentecostal tradition. Within the same context,
visual media will be introduced by discussing televangelism, media and theology, and ethical
missions photojournalism. Within this discussion, the use of these methods of communication
will be addressed using the examples of prominent figures within the Pentecostal tradition such
as Aimee Semple McPherson, Jimmy Swaggart, and Jim Bakker. This ethical discussion will

7
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stem from photojournalism and humanitarian media both within and outside the world of
missions as it will then be applied to the context of missions for the sake of this thesis.
Following the historical analyses of the first two chapters, the use of digital media today
will be discussed. The digital media address will include electronic newsletters, photos, videos,
and social media. While this is not to limit what media is relevant today, these
mediums/platforms were selected based on what media is most prevalent among missionary use.1
The use of media for missions will be applied to the missional fundraising process to determine
its effectiveness in a significant part of the missionary vocation. To analyze this application, the
use of media today and the efficacy of storytelling will first be addressed. Lastly, the final
discussion will be on the current use of media by missionaries and how the improved use of
media could affect their fundraising process. This will also include what media training should
look like for the next generation of missionaries.

1

Reference my undergrad thesis and the section that talks about what media is most used by missionaries
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CHAPTER ONE
THE ROLE OF PRINT AND RADIO

Introduction
Beginning with a historical analysis of media within the Pentecostal tradition means beginning
with print. Pentecostalism has a unique tradition when it comes to print as the Assemblies of God
established its own publishing house. Furthermore, print was used early on as a method of
evangelism within the Pentecostal traditions. Examples of this will be addressed as the influence
of Evangelical periodicals, The Apostolic Faith, and other Assemblies of God publications are
discussed. Following the review of print, the impact of radio will be dissected through the
influence of C.M. Ward and Revivaltime along with the uses of radio by other prominent figures
that influenced the Pentecostal movement.

Print
As the Pentecostal tradition developed, the use of print materials became an effective means of
evangelism and the spread of Pentecostalism. Periodicals, magazines, songbooks, books, and
devotionals, all worked to inspire the faith of its readers and promote Pentecostal theology.
When analyzing the widespread influence of these publications, Malcom Taylor suggests “the
Pentecostal publications gained success on the back of previously existing, respected journals.”2
The ‘respective journals’ that Taylor alludes to are mostly Evangelical journals.

Malcolm John Taylor, “Publish and Be Blessed: A Case Study in Early Pentecostal Publishing History,”
(Birmingham: University of Birmingham, 1994), 90.
2
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C. A. McKinney founded an Evangelical relief agency in 1900. The agency was named
“The Union Gospel Mission” and focused on social concern and evangelism.3 The Union
Gospel Mission published the journal Pentecostal Wonders, which aided the success of many
Pentecostal publications. Jennifer Snead’s research on “Transatlantic Evangelical Articles” also
supports the assertion that the journals and periodicals of organizations that were Evangelical
rather than Pentecostal paved the way for the success of Pentecostal publications. In her article,
Snead claims that “early evangelical periodicals were public forms that attempted to render print
itself concrete, emotional, and physical in their representation of the affective, nonsecular
experiences of individuals who participated in the religious public sphere.”4
Going even further in demonstrating the role of Evangelical publications, Charles
Parham, the founder of Pentecostalism, was a reader of a Holiness publication called Live Coals
of Fire. This publication was founded by Benjamin Irwin in 1895. Irwin led meetings that
Parham attended and Live Coals “was the first magazine to teach that Spirit baptism was an
experience distinct from sanctification.”5 This magazine not only influenced a leading figure in
Pentecostalism but eventually changed its name to The Apostolic Evangel and announced it
would no longer serve in association with holiness theology but as a “Pentecostal organ.”6
One of the most impactful Pentecostal publications was William Seymore’s The
Apostolic Faith. This magazine spread the Azusa Street revival’s outcome all over the world. It
included “first-hand reports of the Pentecostal phenomena” and was “the largest circulation of
all the early Pentecostal publications.”7 By February of 1907, there were 40,000 copies being

3

Ibid.
Jennifer Snead, “Print, Predestination, and the Public Sphere: Transatlantic Evangelical Periodicals, 1740-1745.”
Early American Literature 45, no. 1 (2010), 114.
5 Taylor, “Publish and Be Blessed,” 93.
6 Ibid., 92.
7 Ibid., 78.
4
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printed with an approximate readership of 60,000 persons per issue.8 This publication was also
influential in furthering the precedent of ‘faith lines.’ This term implies that the publishers
would depend on God’s providence for the financial needs to be met for the continual
production of the paper.9 Many who believed this confessed, “If it fails, the subscribers did not
show enough faith to make it a success.”10 Seymour’s magazine was completely free as he
believed “God would finance the paper.”11 Other publications like The Apostolic Evangel
followed this endeavor and refused to include advertisements that would inhibit that principle.12
The closest The Apostolic Faith ever came to including an advertisement was promoting the
testimony of a magazine renamed The Apostolic Light by M. L. Ryan after his Pentecostal
experience in Los Angeles. Ryan originally founded the magazine Light in Yokohoma, Japan in
1904. Light was priced at a yearly $0.50 cents per subscription, but that was abolished along
with the name change. Following the Pentecostal ‘faith lines,’ Ryan made the renamed
magazine free to subscribe to.13
Going back to the production of The Apostolic Faith, the specific cost of production
neared $1.00 per hundred issues. Therefore, by the time the press had run 40,000 in 1907, about
$400 was donated by the readers out of gratitude for every free issue.14 With these numbers,
publishing ‘by faith’ was seemingly a success. This allowed missions leaders to make purchases
like that of the 312 Azusa Street property for $11,000 and repay that amount within two years.
Despite the significant growth and provision for The Apostolic Faith, the reality for Seymour’s

8

Ibid., 77.
Ibid., 78.
10 Ibid., 72.
11 Ibid., 80.
12 Ibid., 92.
13 Ibid., 86.
14 Ibid., 85.
9
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magazine was not true for all other publications. W. H. King’s Apostolic Evangel is an example
of a publication that failed when the public found no interest in the free literature King flooded
the market with.15
The content of Seymour’s The Apostolic Faith was rich with testimonies of God’s
healing and the miraculous work of the Holy Spirit in people’s lives. It was common for readers
to send letters from all over the world containing prayer requests and praise reports of God
working in their lives. Additionally, readers even went as far as to travel internationally to
experience the revivals taking place in Los Angeles, described in The Apostolic Faith.16 Though
the publication was never known for its visual appeal, Seymour often used the magazine to
write out his theology on topics like spiritual gifts. In one issue, Seymour wrote, “We should
not get puffed up and think because one does not speak with tongues he has not as much
religion as we have…The Lord wants us to seek the Giver and the Blesser instead of the gift and
the blessing.”17
In the same way, many magazines and periodicals included the theological perspectives
of their founders. In some early Pentecostal publications, views on water baptism were disputed
between magazines. Some magazines were employed to promote the “oneness” view, while
others held the “trinitarian” view.18 Aimee Semple McPherson was an early advocate for the
value of print. She published a monthly magazine named The Bridal Call. In this magazine, she
promoted her specific “brand” of Pentecostal teaching.19 As a final example, William H.
Durham taught in his magazine, The Pentecostal Testimony, that “sanctification was a

15

Ibid., 90.
Ibid., 86.
17 Ibid., 89.
18 Ibid., 76.
19 Ibid., 73.
16
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continuing and progressive work of the Holy Spirit, beginning at conversion but continuing
throughout the whole of the Christian life.”20 Going full circle in our discussion, Parham and
Seymour then countered Durham’s stance within their magazine publications.
As certain Pentecostal denominations emerged, they were given magazines that were
described as “more secure in a marketing sense.” Examples of this are the Assemblies of God
(AG) receiving the Word and Witness (1911) and The Christian Evangel (1913). In 1914,
following the General Council in Hot Springs, T. K. Leonard offered J. Roswell Flower and E.
N. Bell both his church and Bible school property, along with his small printing press for the
publishing of Word and Witness and The Christian Evangel.21 The Word and Witness soon
merged into The Christian Evangel and the Gospel Publishing House (GPH) was established to
facilitate evangelism.22 With the establishment of the Gospel Publishing House, the Assemblies
of God published tracts, booklets, books, Sunday School materials, and many periodicals, in
addition to their renamed publication, The Pentecostal Evangel.23 Additionally, Blumhofer
writes, “From 1914 the publishing house issued magazines that raised money for missions and
reported the extension of the Pentecostal movement around the world.”24

20

Ibid., 76.
Gary B. McGee, People of the Spirit: The Assemblies of God, (Springfield: Gospel Publishing House, 2004), 127.
22 Edith L. Blumhofer, Restoring the Faith: The Assemblies of God, Pentecostalism, and American Culture,
(Champaign: University of Illinois Press, 1993), 153.
23 McGee, People of the Spirit, 130.
24 Blumhofer, Restoring the Faith, 153.
21
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“Flower Pentecostal Heritage Center,” (IFPHC),
https://archives.ifphc.org/index.cfm?fuseaction=search.submitArchiveQuickSearch&SearchCriteria=Pentecostal%2
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As The Pentecostal Evangel proved to be an effective evangelism tool, other ministers
adopted this medium for ministries that differed in culture and language. Henry C. Ball was an
important figure within the AG denomination as he was elected as the first superintendent of the
Latin American District Council in 1929. Ball published La Luz Apostólica (Apostolic Light),
and he saw tremendous growth in congregations because of these publications written in
Spanish.26 Ball went on to publish a songbook titled Himnos De Gloria (Hymns of Glory). He
saw success in this, as did others who published songbooks through the GPH. Private publisher,
Seeley Kinne, along with the GPH, produced songbooks and other songs from both the holiness
movement and evangelical revivalism.27

28

When looking to the missions field, many missionaries recounted their ventures overseas
through publications. In 1912, Roland Allen’s first publication of Missionary Methods: St.

0Evangel&ResourceTypes=Photographs&search_referrer=search.submitArchiveQuickSearch&FullTextIndex_Sear
chType=all&SortedBy=Title&search_ArchiveID=&Search_Creator=&search_Title=&search_Type=&search_Publi
sher=&search_Coverage=&search_Subject=&search_Donor=&search_Identifier=&search_Contributor=&search_L
anguage=&search_CreatedBy=&search_ModifiedBy=&referrer=search.submitArchiveQuickSearch&PageInfo=&St
artRow=1&MaxRows=25.
26 McGee, People of the Spirit, 141.
27 Ibid., 225.
28 “Flower Pentecostal Heritage Center,” (IFPHC).
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Paul’s or Ours? caused many to reassess their missional strategies. One missionary, in
particular, Alice E. Luce, commented that Allen’s writing “opened [her] eyes to the diametrical
distinction between our methods of working and those of the New Testament.”29 Not only were
missional publications changing the way people approached missions, but magazines on healing
were also simultaneously sparking the faith of its readers. The response to these publications
was astounding as magazines like Jack Coe’s Herald of Healing had “a circulation of three
thousand.”30 As another example, Blumhofer notes the outlandishness of some articles next to
first-person testimonials in these well-circulated publications,
In April 1954, the Voice of Healing magazine, organ of the largest association of
salvation/healing revivalists, published a cover story entitled, ‘The Mystery of the
Flying Saucers – in Light of the Bible.” Testimonies to many varieties of divine
intervention in commonplace circumstances vied for space in such magazine with
glowing reports of the revival’s progress, testimonies of healing, and explanations
of current events.31
The spread of such revival was widely facilitated by magazines and other publications that
carried the news farther and faster than word of mouth could. In response, readers came in
droves to experience what they read about.
As published materials continued to prove their effectiveness, ministers like Efraim
Espinoza invested in the development of published materials to educate believers in the Word of
God and Pentecostal theology in the late 1970s and early 1980s. McGee writes, “As a personal
initiative, the Espinozas started a Christian bookstore that supplied over a hundred Hispanic
churches with Sunday School curricular materials in Spanish and English.”32 This is important to
note because the world was well on its way to newer forms of communication, but even as most

29

Ibid., 161.
Blumhofer, Restoring the Faith, 215.
31 Ibid., 213.
32 McGee, People of the Spirit, 596.
30
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of the world looked ahead, print publications continued to prove their relevance and usefulness
to spread the Gospel.

Radio
In a similar fashion to Evangelical periodicals paving the way for the success of Pentecostal
publications, radio broadcasters of other denominations were significant in setting the stage for
successful media entrepreneurship.33 In the early 1940s, Evangelical Evangelist, Charles E.
Fuller, had “one of the largest radio audiences in the country” listening to his program, “The Old
Fashioned Revival Hour.”34 Another key radio broadcaster who is often overlooked is Walter A.
Maier. Shuta notes that Maier’s radio ministry had its start in the pivotal time between the
Fundamentalist movement and the introduction of the Evangelical movement.35 Maier was first a
Lutheran pastor in The Lutheran Church Missionary Synod (LCMS) before teaching Hebrew and
Old Testament exegesis at the seminary level.36 In the early 1930s, the term “evangelism” was
rarely used but in that time “the LCMS began its first program of what we today would term
‘evangelism.’”37 Maier was consistently popular with the listeners of his radio broadcasts
through the LCMS program. Maier was the voice of the program for just over sixteen years
having preached 509 sermons over the radio in that time.38 In addition to his sermons, Maier
often addressed problems of prevalent civil unrest resulting from “social and economic ills.”39

Richard J. Shuta, “Walter A. Maier as Evangelical Preacher,” Concordia Theological Quarterly 74, no. 1–2
(2010), 5.
34 Ibid., 6.
35 Ibid., 5.
36 Ibid., 8.
37 Ibid., 10.
38 Ibid., 14.
39 Ibid., 15.
33
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Mixing the Gospel with politics was introduced with Father Charles E. Coughlin in the
late 1920s.40 By 1945, Coughlin’s “Sunday afternoon radio broadcast from his parish, Shrine of
the Little Flower, in Royal Oak, Michigan” had an audience of 45 million. Though Maier did add
some talk of societal circumstances, the example of Coughlin kept him true to what he believed
to be the honorable motive of a ministerial radio broadcast. While staying within the National
Association of Broadcaster’s code (avoiding direct reference to Coughlin), Maier made a
“militant attack” on Coughlin claiming that his broadcasts began to deviate from the church’s
mission believing Coughlin was “putting the pulpit into partisan politics.”41 The ethical
arguments that Maier fought in the world of evangelistic radio broadcast set the tone not only for
American Evangelicalism42 but for how radio ministers would approach radio broadcasting for
the sake of spreading the Gospel message. His use of the modern techniques of radio for that
time exemplified how to be successfully entrepreneurial while staying true to the mission of
radio as evangelism, and not getting caught up in the platform of media.
Earlier in this discussion, Aimee Semple McPherson was mentioned for her publishing of
evangelistic print materials. While she was quick to jump into publishing, she was even more
famous for her use of radio. McPherson once explained her greatest wish in life saying, “As a
woman, I wish that I would have a happy Christian home, a devoted husband and family, but as
an evangelist, I would wish that I would have a public address system mighty enough to reach
every person in the world.”43 It is safe to say that McPherson wasted little time in that
evangelistic pursuit. Commentators responded to her wish noting that as she obtained “a radio

Ibid., 16.
Ibid., 17.
42 Ibid., 21.
43 Jon Matthew Scarborough, “Aimee Semple McPherson – American Masters (plus sermon),” YouTube,
November 30, 2013, Accessed May 30, 2022. https://www.youtube.com/watch?v=u76D3UyDC2M
40
41
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station that never went off the air during her lifetime…she came a lot closer to fulfilling that
desire of her heart.”44 As an Evangelist, she broadcasted her sermons through her radio show,
“KFSG,” while also asking her listeners to support her philanthropic ventures.45 McPherson’s
touched and inspired listeners who were often generous in their giving, allowing her to make
considerably large impacts in the areas of social justice and service to the poor in her
community.46
Many claim that the best known among the AG community for radio broadcasting is C.
M. Ward. With an induction into the “Hall of Fame” of the National Religious Broadcasters for
twenty-five years as the voice of the Assemblies of God “Revivaltime” show,47 Ward has been
commended for his broadcasting well outside of Assemblies of the God circles. Ward shined in
writing “short sentences, simple, and direct language,” allowing his sermons to be communicated
effectively over the medium of radio broadcasting.48 Like The Pentecostal Evangel, the goal for
the radio station was evangelism. “Revivaltime” spread worldwide and “was being broadcasted
on the ABC radio network [and] heard on over three hundred stations.”49 Also similar to
Seymour, Ward received tens of thousands of letters from his listeners, postmarked from nearly
every corner of the world.
The intent for the radio program to be an evangelistic tool remained, but the radio show
began to simultaneously serve as a “denominational-building tool.”50 In this sense, radio

44

Ibid.
Margaret De Alminana, “Aimee Semple McPherson’s Pentecostalism, Darwinism, Eugenics, the
Disenfranchised, and the Scopes Monkey Trial,” 256.
46 Ibid.
47 Benjamin A. Wagner, “‘Full Gospel’ Radio: Revivaltime and the Pentecostal Uses of Mass Media, 1950-1979.”
Fides et Historia 35, no. 1 (2003), 109.
48 Ibid.
49 Ibid., 108.
50 Ibid., 13.
45
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broadcasting began to show success in linking the broadcast to local churches and setting the AG
apart as “Revivaltime” conveyed the denomination’s unique spirituality. As the Assemblies of
God began to make an intentional shift from “relative cultural isolation toward cultural
engagement,” radio broadcast was leveraged to help facilitate and implement that shift.51 With
evangelism still at the heart of the show, it is important to note the escalation of C. M. Ward as
not just an influential minister through radio, but a popular media figure. This became a
challenge for the AG as Ward began to use his platform to voice his personal views live on the
radio regardless of their potential conflict with the stances of the denomination. The platform of
media influence was not destructive by any means for Ward, but the situation was a small repeat
of what Maier saw with Coughlin. This also acts as a foreshadowing of the pressure resulting
from having influence via media. This will unfold in the lives of other popular, religious media
figures as communication mediums continue to evolve.

Summary
The goal of publishing works and using radio broadcasts for evangelism remained consistent.
The heart of the use of these mediums was missional. In the world of publishing, Evangelical
journals that were already well established furthered the Pentecostal evangelism by adopting
their theology and mission into their own respected works. Pentecostalism saw success, but not
without learning from those in other denominations that were first to use these methods of
communication, like Walter A. Maier. Figures like Aimee Semple McPherson, William
Seymour, and C. M. Ward were instrumental in running with these new tools for evangelism
while remaining true to their intent to use them to spread the Gospel. Millions of lives were

51

Ibid., 107.
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changed because of the ability to spread the news of hope further and faster than before. As we
continue this historical analysis, the next chapter will discuss the role of visual media within the
Pentecostal tradition for the purpose of missions.

CHAPTER TWO
THE ROLE OF VISUAL MEDIA
Introduction
Communication continued to evolve and become more visual. Thanks to visual media, audiences
were not only reading about the revivals taking place, but they could also take part in them in
their living room. Greater visual media platforms also meant that media figures gained popularity
at a faster rate and had more eyes on them than before. Media platforms pursued for the purpose
of evangelism were easily morphed into “Christian forms of the secular” rather than stark
alternatives to what secular society promoted.1 In addition, secular media and news outlets began
to pick up stories on evangelists and the revivals breaking out. These outlets were more often
critics than they were encouragers of the movement, making it harder for evangelists to walk in
their calling without the worry of how the media was portraying their public image. As we
continue this discussion, we will look to how the visual evolution of communication made
keeping the purity of the evangelistic, missional motive of media platforms increasingly difficult.
Furthermore, how televangelists presented the Gospel greatly affected the worldwide
understanding of Pentecostal theology. Visual media has had a notable impact on the theologies
of prosperity promoted. The ability of other parts of the world to see the wealth in the West and
Europe has influenced the spread of the ‘Prosperity Gospel.’2 This will also be discussed in
relation to its impact on Pentecostal theology.
Finally, as the moral compass of televangelists and the Western Pentecostal theology they
promoted was tested, American photographers began traveling internationally, capturing images

1

Edith L. Blumhofer, Restoring the Faith: The Assemblies of God, Pentecostalism, and American Culture,
(Champaign: University of Illinois Press, 1993), 255.
2 Steven Félix-Jäger, “Material Visions of the Good Life: Pentecostalism, Visual Culture, and the Prosperity
Gospel,” Pneuma: The Journal of the Society for Pentecostal Studies 41, no. 2 (July 2019), 280.
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of what was taking place beyond their western world. Many ethical dilemmas in how and what
they chose to capture caused internal conflicts for these photojournalists. With a heart for
evangelism, how does one navigate the moral and ethical conflicts that arise with visual media
and capturing what is taking place on another side of the world?

Televangelism
Televangelism deserves specific attention in this discussion as some of the most famous
televangelists were affiliated with the Assemblies of God. In such close physical proximity to
Hollywood, it is no surprise that Aimee Semple McPherson3 was again noted for her use of
newer media platforms. First, she had magazine publications, then a radio station that never went
off air, and finally demonstrated the instrumental use of television to continue to reach people for
Christ in the masses. Donna E. Ray writes, “She exploited the methods of Hollywood and the
new media of the 1920s and 1930s.”4 McPherson had firsthand experience with how the media
could “sabotage” the theology of the message she was trying to communicate.5 Not only did the
media misrepresent her message but also her life. Though mass media was used for ministry,
McPherson’s personal life was also put on display and not always accurately portrayed.

3

Aimee Semple McPherson (1890-1944) was an influential evangelist who founded the Church of the Foursquare
Gospel. She was known for her sermons on faith and healing. The main church building, Angelus Temple, was
located in Los Angeles, California though much of her ministry began in Ontario, Canada. She began as a
Pentecostal preacher before beginning her own Foursquare denomination that grew exponentially and sent out
thousands of evangelists and missionaries. “International Church of the Foursquare Gospel,”
https://www.britannica.com/biography/Aimee-Semple-McPherson.
4 Donna E. Ray, “Aimee Semple McPherson and Her Seriously Exciting Gospel,” Journal of Pentecostal Theology
19, no. 1 (April 2010), 156.
5 Ibid., 157.
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Other televangelists who were subject to having their lives put on public display were
Assemblies of God evangelists Jimmy Swaggart6 and Jim Bakker.7 Blumhofer describes,
“Unprecedented national visibility came in the late eighties when the activities of Jim and
Tammy Faye Bakker and Jimmy Swaggart (both men held Assemblies of God credentials)
became the subject of countless news stories, many of which exploited the history and character
of the Assemblies of God.”8 For a denomination that had felt sidelined for years, “many
Pentecostals enjoyed seeing their own become stars.”9 In May of 1988, “A. C. Nielson reported
that Swaggart’s program was ranked third in popularity, appearing on 247 stations and watched
in 565,000 homes.”10 Swaggart was adamant that televangelism was the “only efficient way to
proclaim the Gospel around the world.”11 Both Swaggart and Bakker placed a large emphasis on
evangelism and used such rhetoric to encourage their audiences to give financially to further this
evangelistic mission.12 Already swelled with the pride of their denomination finally in the

6

Jimmy Swaggart began his career as a televangelist in 1955 and is still preaching worldwide through his SonLife
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limelight, viewers “lavished funds on those who gave them visibility and reshaped their public
image.”13
As their influence grew, both Swaggart and Bakker learned that excessive public fame
results in any failure being massively public when whole world is watching. In 1987, Jim Bakker
was dismissed by the Assemblies of God North Carolina District for “conduct unbecoming of a
minister, including fraud and allegations of homosexuality.”14 To the public’s further dismay, the
man David Edwin Harrell, Jr. deemed the “foremost international salesman of traditional
pentecostalism,”15 Swaggart, was also dismissed by his district but for sexual indiscretions. The
Assemblies of God was firm on this dismissal despite the belief by some that “Swaggart’s
multimillion-dollar annual financial contributions to the denomination’s foreign missions [would
assure] him rapid reinstatement.”16 Before concluding this section, it is important to note that
around the same time, the Assemblies of God had over 1,600 missionaries all over the world
cooperating to “expand a worldwide membership that [was] rapidly approaching 23 million.”17
The stories of Swaggart and Bakker are tragic, but there were thousands of AG ministers at the
time participating in incredible evangelism outside of the spotlight. Swaggart and Bakker were a
part of a community of broadcaster and televangelists “whose efforts gave cohesion to the hopes
and dreams of hundreds of thousands of Pentecostals…The content of their programs captured
the essence of important dimensions of popular Pentecostalism in ways that denomination
procedures could not.”18 Still, the reality of televangelism for these ministers is important to note
for how visual media surfaced moral dilemmas to a greater degree and for all the world to see.
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Visual Media & Theology
Before completely moving on from the influence of Swaggart and Bakker, it is beneficial to
address the nuances in the Pentecostal theologies they each promoted and how that affected
Pentecostalism at the time. As mentioned earlier, Jimmy Swaggart was associated with a more
traditional approach to Pentecostalism. Though far from the traditional belief of past generations
of Pentecostals who had condemned the medium of television,19 Swaggart was characterized by
his consistent speaking on “holiness, separation, and evangelism in Pentecostal selfunderstanding.”20 Swaggart was extremely influential in what he spoke against. This often
included “contemporary Christian rock music, pastoral counseling, the charismatic movement,
Catholics, and those Pentecostals he thought compromised with modernity.”21 In one example,
his influence went as far as causing Walmart to remove certain publications from their shelves
that he had spoken out against on television.22
Bakker’s approach to ministry often stood in contrast to that of Swaggart. Bakker was
one of the prominent televangelists that promoted the shift being made by the Assemblies of God
“moving from cultural alienation to endorsing Christian alternatives.”23 They began to play a
dangerous game of taking their cues from secular, pop culture, and Bakker was quick to place
“stress on Christian parallels to popular amusements, fashions, and communications.”24 Such
stress appealed to many viewers and the past deprivation both Bakker and Swaggart alluded to
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experiencing was something their audiences empathized with.25 Blumhofer writes,
“[Pentecostals] seemed inclined to revel in possessions and to find appealing emphases that
emanated from independent Pentecostal centers urging the reasonableness of health and wealth
for believers.”26
The message of the ministries of these popular televangelists sounds very similar to that
of the “prosperity gospel.” Steven Félix-Jäger describes, “Theologies of abundance often emerge
as so-called ‘prosperity gospels’ and can be arbiters of hope to impoverished and marginalized
groups, but they can also lead to greed and anti-communal individualism when wrapped up in
capitalistic consumerism.”27 Félix-Jäger attributes the spread of this prosperity gospel to the
visual culture of Pentecostalism. David Martin suggests that Pentecostalism appeals to numerous
audiences because of its tendency to promote that a “holistic spirituality fulfills the impoverishes
group’s desire for advancement through modernization.”28 Seeing televangelists who not only
audibly encouraged such theology but promoted it visually, further associates Pentecostalism
with a prosperity Gospel. Most used visual media for the sake of evangelism, but these
contentions could suggest that the kind of gospel being spread was not fully aligned with the
positions of the denomination it represented.
Félix-Jäger goes on to suggest that a believer’s faith is tied to his or her socioeconomic
position. In this sense, coming from an “affluent socioeconomic context” could result in the
adoption of “missional or balanced approach to prosperity.”29 Such an approach has the potential
to be demonstrated through generosity motivated by the idea of ‘“paying forward’ the blessing of
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prosperity that has befallen the affluent Christian.”30 This point contends that the theology of
abundance in relation to the prosperity Gospel is not only stimulated by visual media and effects
our theological perspectives but impacts the Pentecostal and missional worldview.31 It is
important to not solely use new media platforms for their effectiveness in evangelism, but also
recognize that in such use a message can be communicated (or morphed) through visual media to
the extent that the Gospel is not accurately portrayed.

Photography & Ethics
When speaking of accurate portrayal, the important role of photography in communicating a
message visually is undisputed. Henry Luce explains that “the ‘camera is not merely a reporter.
It can also be a commentator. It can comment as it reports. It can interpret as it presents. It can
picture the world as a seventeenth-century essayist, or a twentieth-century columnist would
picture it. A photographer has his style as an essayist has his.”32 A photo communicates a clear
story without the use of words. Photos from Pentecostal revivals allow us to see images of
instrumental ministers like William Seymour, Aimee Semple McPherson, the original
Assemblies of God headquarters and publishing house, etc. On the mission field, Elisabeth
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Elliot,33 Cornell Capa,34 and William Whiting Borden35 used photography to document what was
taking place on the mission field.36 Kathryn Long wrote that “the introduction of documentary
photography brought a new level of complexity to the relationship between evangelicals and
images.”37
Photojournalism is an important aspect of visual media to cover as some missionaries are
not strong communicators. The ability of a photojournalist to help missionaries visually
communicate the story of the ministry taking place in another part of the world is significantly
beneficial for missionaries. Those who support missionaries financially often want to see the
ministry they are investing in. Many missionaries are limited in how well they can verbally
communicate a story. When done in an honest, ethical way photojournalism can remove the
limitations on how missional stories are told.
While photos are often straightforward in conveying an individual’s role in an event or
experience, it is easy for an image to be taken in a way that communicates a message that is
contrary to what happened. Visual media as mentioned earlier raised moral concerns for those
encapsulated by the fame of televangelism, and theological concerns came when examining the
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visual message being conveyed. When speaking of photography, ethical dilemmas can also arise
regarding the integrity of how something was captured or what message it promotes. With very
little information on photojournalists specific to the Pentecostal movement, it is appropriate to
apply the ethical conflicts of influential, international photojournalists to aid the discussion of
photojournalism in relation to Pentecostal missions. Both humanitarian and missions
photojournalists are often tasked with capturing the reality of people who are deemed as
marginalized, suffering, or underprivileged. A tension arises in how to capture tragedy without
victimizing the subject of the image. Arne Hackenberg, a Swedish photojournalist, describes this
in saying,
I’ve walked through refugee camps. I have been in orphanages full of young
children with AIDS. I have filled my camera with images of suffering. I have
cried. As a Christian I want to do more. I want to throw my camera away, but then
I realize what I am there to do: Take the pictures and so bring the situation alive
for those back at home.38
As Christians, the Bible makes it clear that we are held to a higher standard of living. Our
relationship with Christ is marked by our actions and love for one another. Jacobus Kok writes
on missions and ethics and explains that “without a high ethical life that results in spiritual fruit
(Gal 5:22), the gospel would be nullified as a liberating message of salvation and
righteousness.”39 Michael Niebauer does well to ground this concept with practical advice on
making ethical decisions in relation to missional communication. Niebauer’s advice includes
three general principles to guide such decision-making: context, openness, and motive.40
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Beginning with the latter, Niebauer warns against dialogue that serves as a means to an
end. Just as he contends that missionaries should not “enter dialogue with the explicit purpose of
converting others,”41 photojournalists should be constantly aware of their motives in capturing an
easily construed situation or circumstance. A photojournalist would be amiss to capture
something in a way that deviates from the reality of what is happening. Some might do this for
the sake of creating an image that would elicit a certain response from those who would view the
image out of context. For example, someone with a “west to the rest mentality”42 might put
someone in a “suffering position” by taking a photo of them portraying what they subjectively
view as an underprivileged individual. In reality, the subject of the photo may not have as nice of
clothes or running water, but they may not regard themselves as suffering in their own context.
Furthermore, motives could also be skewed as a result of workplace competition.
Photojournalists for the Associated Press (AP) experienced this when desensitized to what they
captured because of the pursuit of a Pulitzer Prize. Greg Marinovich is a famous AP
photojournalist who did win one of these awards. However, in describing the gravity of his job
he says, “When you decide to tell a person’s story it’s quite a responsibility. You have to remain
true to telling a story as far as you can. That’s the morality of what I presume to do.”43
“Openness” and “context,” the two remaining principles, are easier to expound upon as
they were alluded to in the discussion on “motive.” To best capture the reality of a situation, one
must be open to learning the culture and values of those selected as the subject of the image.
Additionally, key to this concept is acknowledging the context of the image. Sometimes context
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is not something that can be grasped in the moment, but something that must be learned from
those local to the region or area you are in. This is especially important for missions
photojournalists that are most often taking photos in places they are unfamiliar with. Another
way to gain contextual understanding is by recognizing that there is likely more than one side to
a story. Again, AP photojournalist, Greg Marinovich, is familiar with the need to learn more than
one side of a story. In his case, this often meant interacting with rival tribes and navigating the
conflict between them. In such scenarios Marinovich confesses,
And sometimes your safety and your sources come down to practical things.
When I was in Bosnia, you’d pretend, “Yes, it’s great, kill Croats, Muslims,
Serbs, whoever it is, I’m on your side.” Of course you say that. They all have their
version of events. And you have to agree with it or you’re not going to get any
access, right. You lie through your teeth.44
On this note, an important distinction between combat photojournalism (as Marinovich was
involved in) and missions photojournalism is that a missional task may not require telling a side
of the story, other than that of the missionary or ministry being captured. Additional perspectives
might not include rival tribes, but locals whose lives were impacted by the ministry. However,
this point was still worth including due to the fact that such a scenario is not impossible for a
missions photojournalist to experience.
Moving from the view of ethical missions photojournalism to the potential execution of
such a task, three questions could be posed to assess whether or not the images or actions could
be deemed ethical, as it aligns to what has been described thus far. The questions are as follows:
1) Has the subject given their consent for the image to be taken?
2) Is the individual or community presented in a way that is of benefit to them?

44

Ibid., 219.

33

3) Is the truth of the situation conveyed by how the image was captured and presented?
Asking for permission is an easy first step toward ensuring the image could be considered to be
ethical. In a similar manner, Kathleen Fenton describes the importance of partnering with local
medical professionals in the work they do.45 This is an applicable example as asking permission
is essentially partnering with locals to best understand what you may or may not be permitted to
capture. Regarding beneficence, Hugo Anzar defines the principle in noting how “the activities
of the social system, in our case social communication by media and journalists, contribute to
making society better and fairer.”46 The goal of a missions photojournalist will never be to
victimize the subject of the image. On the contrary, the goal should be to truthfully tell the story
of what is taking place in a way that will make others want to partner with the ministry being
done.
When speaking of beneficence and the role of a photojournalist, one important note is
whether or not it is the role of the photojournalist to step in and physically help with what may is
in front of them. Another Pulitzer Prize Winner, Kevin Carter, was scrutinized for how he
navigated this as an AP photojournalist. In his case, Carter was interrogated by reporters as to
why he chose not to pick up the collapsed, starving little girl that he had photographed and won
the Pulitzer for. Some photojournalists have argued, “By doing your job in telling the story, you
probably do more good than when you give someone, one person, whatever you have.”47
Marinovich later gave more information to what Carter had captured explaining that the girl was
close to a healthcare facility and did receive food. Tragically, this ethical controversy played a
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large part in why Carter was driven to the point of suicide over what he had seen and
experienced in his vocation.
Finally, an ethical image cannot exist if consent and beneficence are accounted for, but
the truth is lacking. As Marinovich said, the responsibility of the photojournalist to honestly
capture and tell the story of what is taking place should not be underestimated. As Christians,
missions photojournalists should be led by discernment and conviction to tell stories in an ethical
way that honor both the subject and their Creator.

Summary
The use of visual media in the Pentecostal tradition caused many moral and ethical issues
to arise. The unprecedented attention that the Assemblies of God received in the 1980s was both
beneficial to the denomination’s growth and detrimental when prominent figures poorly reflected
the values of the denomination. Regardless, the Pentecostal use of the new communication
mediums revealed how visual media can communicate a message in a way that is contrary to the
original intent of the message. Therefore, it is pertinent that the way messages are presented
through visual media is assessed to ensure that the theology and worldview portrayed aligns with
the beliefs and values held by the Pentecostal tradition. Additionally, the potential for ethical
dilemmas to rise when using visual media must be kept in mind so that actions can be taken to
prevent unethical decisions from being made. Humanitarian and other mainstream forms of
photojournalism are useful in suggesting and exemplifying how ethical photojournalism can be
practiced in a missional context. In the next chapter, the discussion will follow what digital
media looks like today and the ways in which it is used.

CHAPTER THREE
DIGITAL MEDIA USE TODAY
Introduction
What falls under the umbrella of ‘digital media’ today is ever evolving and encompasses a
number of different mediums and platforms. There has been limited research done on the current
use of digital media within the Pentecostal tradition. Therefore, this chapter will broaden the
discussion to research done on digital media use today in fields of study that parallel how media
is used for Pentecostal missions. For this discussion, we will focus on electronic newsletters,
photos, videos, and social media. These were selected based on what mediums are already
utilized by missionaries, and/or would benefit missionaries if used. Additionally, due to the
broad nature of this topic, the use of digital media will remain specific to individual missionary
use. In some cases, like in the ethical discussion, other fields of work utilizing digital media may
be discussed when the example is able to parallel missional use. The overall goal of this chapter
is to demonstrate how missionaries would benefit from utilizing digital media. Therefore, this
chapter will discuss the digital media mediums previously listed and how digital media used for
storytelling may be its most effective use for missionaries.

Media Today: Electronic Newsletters, Social Media, Photos, & Videos
When asked what hurdles individuals experience as missionaries, many noted their struggle in
using digital media.1 Though it may feel like a weakness, the necessity of its use will not
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diminish. Therefore, missionaries need to be familiar with and fluid in their use of digital media.
When determining what digital media mediums to be most proficient in, those who support
missionaries prefer to be communicated with via ‘social media,’ ‘video updates,’ and ‘pictures.’2
The use of these mediums today will be discussed in addition to electronic newsletters. Though
this did not make the top three in what missionary supporters prefer to engage with, it did come
close after.3 Electronic newsletters also align with the traditional practice of mailing physical
newsletters. This could be a safer option, in comparison to social media, for missionaries that are
working in areas that are not open to Christianity. Electronic newsletters also often include
pictures, which are highly preferred by their audience.
Having noted their relevance, we will begin by discussing the use of the traditional
newsletter now in an electronic format. Mark Miller commends multiple characteristics of
newsletters that he believes add to their effectiveness. Their greatest characteristic is their
familiarity with a generation that is constantly checking email and used to receiving information
in that form.4 Miller encourages those utilizing e-newsletters to keep their messages concise and
visually appealing to avoid being overlooked. This requires being intentional in what stories,
images, and/or requests will be made in the document. Viewers do not want to have to work to
understand what is in front of them. The best practice for the effective use of e-newsletters today
is to utilize negative space, use a readable typeface and font size, include pictures in place of
words when possible, and keep the messaging as concise as possible.
In contrast to the most traditional form of digital media, social media is a platform that
cannot be overstated in its use today. Social media is not just utilized but arguably engrained in
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the culture of today. Kenneth Nehrbass contends that the role of social media for missionaries is
to be a free digital agent allowing them to manage their identity, meet the expectations of their
supporters, and even evangelize to their social audience.5 In his study, Nehrbass provided a chain
sampling survey to demonstrate the need for missionaries to utilize social media for those
purposes.6 As the need was proven, it was increasingly important to keep the ethics in mind that
other cultures may not be as familiar with the use of social media as American culture is.
Missionaries “must be careful to not post in a way that is interpreted as exploiting the people in
their host cultures.”7 Nehrbass goes on to say, “Americans are used to seeing pictures of
themselves everywhere, but photos can instill a sense of fear in many other cultures.”8
Looking at social media from a non-profit perspective, Katherine Milde and Robert
Yawson applied their reviews of multiple nonprofits using social media in relation to financially
stability and its impact on the triple bottom line. In their study, not only was the fiscal stability
impacted but social media use promoted the prioritization of environmental stability along with
social impact.9 Further support of the impact social media has on a variety of elements is seen in
Gabriel Tait’s research where he proved the ability for social media, as a platform, to promote
the work of photojournalists.10 This has changed the aim of photojournalists and other digital
storytellers to seek promoting their work through social media platforms rather than news or
print for greater visibility.11
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Narrowing in on photography, with the modern technology, photos can be taken
anywhere at any point, immediately uploaded, and viewed all over the world. Professional
photographers are not the only ones able to take a photo. Phones have allowed nearly anyone to
become a ‘photographer.’ This ability, due to the advancement in technology and image capture,
is often referred to as ‘citizen journalism.’ The good news for missionaries is that it has never
been easier to take a picture. However, the role of a photojournalist has not (and will not)
dissolve, nor will the need for missionaries to have photojournalists help capture their ministries.
In her research on photojournalism in a time where it is more common than not for an
individual to have access to some level of camera, Julianne Newton argued that photojournalists
are distinctly set apart from the average citizen participating in citizen journalism due to their
professional experience.12 This experience allows photojournalists to operate at a certain skill
level that cannot be compared to the skill needed or the kind of image taken with an iPhone. In
response to the claim that anyone today can be a photojournalist, Newton stated that this “ignores
the probability that a trained observer may see more and gather and recall more than someone
who does not ‘practice’ observation as a core method of everyday life-or mislead with purposeful
malevolence.”13 Photojournalists have a higher level of technical skill, professional skill in the
experience of navigating the ethics of photojournalism, and telling a story through an image.
Long counters this argument proving in her studies that the quality resulting from greater
technical execution when taking the photo does not affect the viewer’s acceptance of the image.
She finds that the weight of the photo lies in its content. With this in mind, the viewer may
disregard a photo due to its content. Even exceptional execution in how the photo was taken, will
not change this reaction. What has not been noted in her research was the impact a photo would
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have on an individual if the content was accepted in addition to the image being of professional
quality. It is probable that a missionary sending better quality photos of his or her ministry
(which would be accepted by his or her supporters) would have an even greater response when
the quality of his or her digital image is greater than what would be taken on a phone or
mediocre digital camera.
As missionaries navigate the importance of photography for their ministry, Nehrbass
makes suggestions on where that importance lies. For many missionaries, photos can “provide
validation to their supporters that they were, in fact, doing the work they set out to do.”14
Missionaries need initial support before going on the mission field, and they need sustained
support in prayer and finances for the duration of their term on the missions field. Therefore, it is
important that missionaries not only gain support but retain that support. Photos help retention by
validating the work of the missionary being done. Nehrbass also points out that photography
demonstrates “the exotic.”15 Here Nehrbass acknowledges the importance of overseas
missionaries intentionally capturing what would be culturally unfamiliar to their supporters. He
explains,
Overseas travelers also follow a script of communicating about exotic people,
animals, and places. After all, what makes missionary updates captivating is the
degree to which they portray life as different from what it is at home. Many
formal missionary updates (on blogs) contained captioned pictures of unusual
reptiles and birds, pristine beaches, and high mountain communities, and proof
that the traveler has eaten unfamiliar foods. Missionaries leverage this curiosity in
their postings for two reasons. First, it confirms that they are immersed in their
setting: They are indeed getting out of their houses to dive in and learn the
language and culture. Second, it makes the exotic seem more familiar, so
supporters can relate to life in the host culture. Posting scenes of worship or
ministry at the corner café seem familiar.16
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Missionaries might be hesitant to think that these photos could take away from communicating
the ministry taking place. On the contrary, as Nehrbass explained, a missionary must participate
in capturing the culture and location of his or her ministry for all that it is. Then in addition, it is
important to capture the worship and services that would feel familiar but the context of where
this is taking place is already formed by the exotic images that preceded it.
Finally, videos may be the most complicated and rewarding medium for missionaries to
use. Photos can tell a story without words but having the narration and visual aspects together in
a video puts its effectiveness above the rest. With visual storytelling being discussed in more
detail in the following section, videos will first be noted for the modern complexity of using
videos effectively. While churches and individuals still participate in live television and
streaming, this function is not as practical for missionaries utilizing videos. When utilizing
videos, what seems simple quickly becomes overwhelming when individuals are met with the
complexity of recording audio and visual content, followed by editing the content to the level
that it would keep someone’s attention. Jan Ozer breaks video down into four basic components:
“capture, editing, garnishing, and compression.”17
With photography, composition, and knowledge of how to manually use a professionalgrade camera are the greatest technical concerns. In comparison, videos contain that and much
more. Audio equipment is often involved with any kind of narration, additional gear for
stabilization is sometimes needed, and then comprehensive knowledge of video editing software.
If narration is not included, audio will still be involved in the post-production process by adding
audio tracks to the background of the video. As video production continues to advance, viewers
may be less likely to remain engaged in video of poorer technical quality. Having worked in

Jan Ozer, “Everything You Wanted to Know about Digital Video Editing,” EMedia Professional 10, no. 3 (March
1997), 2.
17

41

marketing, specifically digital marketing, it is universally known that if one wants to keep their
audience engaged for the full duration of the video, the video should be only one to three minutes
long at most. The average attention span of an American adult dropped to 15 seconds in 2015.18
Therefore, after everything else you have invested your time into technically creating, you must
capture an individual’s attention at the onset of the video to have any hope in them seeing your
final frame. Nonprofit organizations like Convoy of Hope do an incredible job of utilizing
professional videos to tell the stories of what their organization is able to accomplish on a global
scale.19 For the sake of this thesis, we will keep the focus on applying missional marketing
strategies to use by individual missionaries. The use of digital media by missional organizations
could be a separate analysis. Next, we will discuss how digital media, specifically video, is best
used today to tell stories.

Visual Storytelling
We’ve discussed what mediums and platforms need to be utilized by missionaries, but how
should they utilize them? Studies have proven the effectiveness of storytelling as a successful
marketing strategy, and this could be the most effective use of digital media for missionaries. As
noted earlier, video will be the main medium discussed in reference to storytelling. First, it is
important to note that missionaries are in a sense ‘marketing’ their ministry when
communicating with their supporters. Therefore, when the term ‘marketing’ is used in this
context, it will not imply selling a product but communicating a ministry.
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Kevin Maney, “The Eight-Second Genius.” Newsweek Global, no. 17 (2015), 48.
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digital media.
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Russell Belk and Robert Kozinets make significant contributions to the argument of
videography as a successful marketing strategy. In their research, they found that videography is
more effective in eliciting an emotional “prick” from its audience as it “[engages them] with a
multi-sensory set of materials.”20 Belk and Kozinets were able to draw these conclusions when
comparing videography to written forms of storytelling. Barbara Kaufman researched
videography in the context of business using MBA students along with the testimonies of
reputable executives. By studying these two demographics, her research was able to prove that
anecdotal evidence is more effective in communicating to an audience than when using rational
arguments, factual evidence, or presenting statistics.21 Kaufman wrote, “Stories can support
initiatives, enhance fundraising and recruitment offers, engage employees, and other
stakeholders, and establish deep and lasting connections with the community and constituent
groups.”22 Christine Clark further demonstrates the efficacy of storytelling when she applies the
practice to fundraising for her medical campaign. Clark drove her campaign with telling stories
in the form of video testimonies and her financial results proved the effectiveness of marketing
through digital storytelling.23
The importance of adding this digital element to ensure greater success for marketing via
storytelling is found in how images are able to create visual narration.24 Though many marketers
undervalue the impact of personal testimony, stories have the ability to stand out among an
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22 Ibid.
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abundance of information. Kloch, Pryzbysz, and Siakiewicz argue that visual storytelling’s
greatest advantage is that “it lends credibility to the message, because it is impossible to question
somebody’s story about their experiences.”25
Humans were created to be natural storytellers. Individuals are therefore receptive to the
stories of others.26 With that, another characteristic of storytelling that increases its effectiveness
for marketing a mission or ministry is its ability to reach audiences that are culturally diverse and
differ in age. Glynda Hull and Mira-Lisa Katz prove how videography can be used to teach and
move an audience to a specified realization by studying the impact of videography on a young
generation.27 The researchers noted, “how pivotal the enactment of an agentive self can be for
learning and motivation, and conversely, how the opportunity to be successful as a learner and
doer can foster a view of self as agent, able to influence present circumstances and future
possibilities, and to situate self in relation to others in socially responsible ways.”28 With this
notable impact on the students, storytelling is also recognized by the Narrative Paradigm
Theory29 (NPT) as a cross-culturally accepted communication method in the heterogeneous
workplace.30 Barker and Gower, who performed this study, concluded, “NPT offers a prove and
effective way of communicating and assisting between various cultures in a timely manner,
thereby establishing a swift trust environment that enhances effective response time to

Ibid., 40.
Ib Bondebjerg, “Documentary and Cognitive Theory: Narrative, Emotion and Memory,” Media and
Communication 2, no. 1 (April 9, 2014), 22.
27 Glynda A. Hull and Mira-Lisa Katz, “Crafting an Agentive Self: Case Studies of Digital Storytelling,” 41 (2006),
39.
28 Ibid., 71.
29 The Narrative Paradigm Theory is “a theory proposed by Walter Fisher that posits all meaningful communication
occurs via storytelling or reporting or events. The theory further claims that stories are more persuasive than
arguments.” “The Narrative Paradigm,” Accessed November 11, 2022. https://conversationalleadership.net/narrative-paradigm/.
30 R. T. Barker and K. Gower, “Strategic Application of Storytelling in Organizations: Toward Effective
Communication in a Diverse World,” Journal of Business Communication 47, no. 3 (July 1, 2010), 295.
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competitive business challenged.”31 The effectiveness of storytelling in the workforce, medical
field, and the missions field is important to discuss as many missionaries will utilize storytelling
in communicating about and within their ministry. The research discussed has also proven the
effectiveness of video as the best medium for effective storytelling.
A final component of the role of visual storytelling is how digital media is able to act as a
witness. Caroline Wake performed a study analyzing students’ reactions to virtual testimonies.
Wake observed how legitimate the students found a virtual testimony to be and the extent to
which they felt like a personal witness following the video.32 In her research, Wake described the
various theories of witnessing, one of them being theory of tertiary witnessing.33 This theory of
witnessing is always at work “for in the midst of trauma, we are fully present neither to ourselves
nor to the event and its emotional effects.”34 Though some of her critics did not agree that virtual
testimonies were a legitimate form of witnessing, they did not deny the effectiveness of
testimonies through the medium of video.
Moving from the use of video, Barakat and Miller argue for ‘pictorial testimonies’ as a
form of witness.35 In arguing for the legitimacy of the ‘pictorial testimony,’ the authors explained
the theory of the ‘silent witness,’ and the relation of prima facie evidence of authentication.36
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Both the idea of video or photo being forms of witness relates to the idea of missionaries using
photo and video to allow their supporters to witness the ministry taking place in another part of
the world. While many supporters will not be able to witness the ministry in person, this research
suggests that the closest they can experience this as if they were there, is through virtual and
pictorial testimonies.
Summary
By broadening the discussion of how digital media is used today, it is clear how media’s
effectiveness in other fields of work can and should translate to its effectiveness when used on
the missions field. Missionaries can utilize electronic newsletters, social media, photos, and
videos to communicate with their prayer and financial supporters. Geographic location is not an
issue in today’s technological age. Though, as media technology does continue to evolve, the
complexity of photography and videography will evolve with it. While the need for professionalgrade images will always remain, missionaries are more able than ever to learn the basics and
utilize media in a way that will impact their supporters. There is a need for more people to step
onto the field as missions photojournalists and videographers. The effectiveness of visual
storytelling is indisputable and able to dramatically impact a missionary’s support by making the
story of his or her ministry clear and visible. As more and more individual missionaries and
missionary families enter the field, the need for individual media knowledge continues to grow
as audiences increasingly prefer visual communication methods.
While this chapter may have appeared to diverge from remaining within the context of
the Pentecostal tradition, the historical foundation laid in the first two chapters allowed the third
to step back to gain a wider perspective on the modern use of digital media. This will now be
specifically applied to not just Pentecostal missionaries, but to their fundraising process in the
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final chapter. To merely describe how Pentecostalism uses media without any outside analysis
would do this tradition a disservice as its history points to the nature of this denomination to seek
to utilize media to its greatest effectiveness for the evangelistic mission.

CHAPTER FOUR
DIGITAL MEDIA AND FUNDRAISING
Introduction
Having examined the larger scope of digital media use today, we now narrow the discussion to
how the use of digital media in storytelling and marketing can be applied to missional
fundraising. As the broader conversation demonstrated how digital media is effective in raising
funds and eliciting a response out of its audience, it is probable that digital media has a
significant role in effective missional fundraising methods. In order to examine the role of digital
media in fundraising, the first section will cover a research study conducted to determine the
current use of media by missionaries for fundraising. This study will also reveal the role higher
education has in training missionaries for full-time missions. With that in mind, the second
section of this chapter will discuss how digital media should be included in the curriculum of
missional degrees at Assemblies of God universities to best equip the next generation of
missionaries serving in an increasingly digital age.

Current Use of Media by Missionaries
To examine the importance and role of digital media in the missional fundraising process, two
surveys were conducted.1 The primary survey was administered to missionaries serving under
the Assemblies of God World Missions (AGWM).2 The second survey was sent to those who
1

Elena Espinoza, “Missions Photojournalism & Effective Fundraising Methods,” (unpublished manuscript,
November 2020), 18. For the context of this research, the first study extended from November 2019 to February
2020. The second study extended from July 2020 to October 2020. The surveys were securely created through
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over the world. In the email, a video was included explaining the goals of the research and what participants could
expect by completing the survey.
2 Ibid. The missionaries were current national and international Assemblies of God (AG) missionaries who were
required to be 18 years of age or older to participate in this study. Such participation was not restricted by age,
gender, ethnicity, or race. Additionally, the research states, “The missionary contacts were obtained from current
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currently or would possibly financially support missionaries. The goal in including those who
would “possibly” financially support was to draw conclusions that would be applicable to the
next generation of missionary supporters.3 The overall goal of the research was to “determine if
photojournalism could be the most effective method for fundraising for full-time [Assemblies of
God] missionaries.”4 This was done through a “quantitative, correlation research method
studying the relationship between missions photojournalism/digital marketing and the
missionaries’ fundraising process.”5 While the use of missions photojournalism was not proven
the most effective in terms of expediting the fundraising process, the findings from this research
are extremely useful in understanding the importance of utilizing digital media in the missional
fundraising process.
One of the telling questions in the primary survey to missionaries was what they believed
their greatest hurdle or weakness was in fundraising. The weaknesses missionaries chose to note
were visual media, general marketing/communication, personal insecurities or personality
conflicts, a lack of energy/stamina, and church accessibility/connection.6 Many missionaries
believed fundraising methods involving live teachings and one-on-one meetings with prospective
supporters were the most effective.7 In the secondary survey, missionary supporters agreed as
62% considered ‘personal relationship’ to be the most important factor and 42% of the
respondents considered ‘live teaching’ to be the greatest deciding factor in choosing to initially

Southeastern University staff and friends who have spent time on the mission field or coached these missionaries in
the past” (18).
3 Ibid., 19. The participants in the second survey were also required to be 18 years of age or older. Additionally, he
or she was asked to specify if they currently supported one or more missionaries. “The participants consisted of
current and retired staff from the Assemblies of God Headquarters, Southeastern University (SEU) Alumni, SEU
staff, and SEU students. A majority of the SEU students who participated were contacted via email through the SEU
Missions Department” (19).
4 Ibid., 18.
5 Ibid.
6 Ibid., 40.
7 Ibid.
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support a missionary.8 This may not be surprising considering the relational culture of the
Assemblies of God denomination. However, what is surprising was that 20% of missionary
supporters never received updates from the missionaries they supported once that missionary
began his or her term.9
At this point, it may seem like digital media was not an influential factor in the
fundraising process. However, the third highest deciding factor for initial missionary support was
‘vision video,’ indicated by 22% of respondents. In addition to that, 85% of participants agreed
that they would be more inclined to give to a missionary if they had received photos and/or
videos of the impact of their giving.10 Though ‘personal relationship’ was the most influential
method of support raising, most missionaries indicated that their stateside itineration lasted seven
to twelve months on average.11 Therefore, in-person relationship-building is not a long-term
fundraising solution for missionaries who need to retain financial supporters for monthly
support. Digital media may be the practical solution for such retention.
Without the ability to meet in person while the missionary is at work, often
overseas, it is critical that the personal relationship with supporters is sustained
through engaging missionary updates. 62% of respondents engage every time or
every other time with the updates they receive from the missionaries they
financially support. 57% of respondents chose ‘emailed newsletters’ as the most
common form of missionary updates they receive. Contrary to this data, ‘social
media’ and ‘video updates’ tied for first when respondents ranked what types of
missionary updates they would be most likely to engage with. This implies that
not only do missionary supporters actively engage with the updates they receive
but utilizing media in these updates are how a missionary can best engage and
foster the personal relationship with his or her supporters.12
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In a study done by Marion Webb, a similar conclusion was drawn in relation to church
attendance. Webb’s study revealed that a personal invitation was what most often led to an initial
visit to church. However, it was the use of digital media that was most effective in the retention
of the first time guests to the church.13
While the overall research did not support missions photojournalism being the most
effective method of missional fundraising, the conclusions drawn from the research
demonstrated the important role that digital media has in the retention of financial supporters. It
would benefit missionaries to use digital media in ways that were discussed in the previous
chapter. Effective ways to update supporters through digital media are electronic newsletters and
digital storytelling, whether utilizing photos and/or videos. Now the problems circle back to what
many missionaries deemed their greatest hurdle: visual media. There were more weaknesses
previously mentioned, but for the sake of this thesis, the focus will remain on those issues
involving media. How are missionaries being equipped with the skills to succeed when faced
with the need to incorporate digital media into their support raising/retention strategy? In the
survey, “60% of the missionaries respondents received graduate training with 40% being done in
general relation to missional, ministerial, or biblical studies.”14 Therefore, in the final section of
this chapter the discussion will focus on the next generation of missionaries being equipped
through higher education.

Media & the Next Generation of Missionaries

Marion Stanton Webb, “Church Marketing: Building and Sustaining Membership,” Services Marketing Quarterly
33, no. 1 (January 2012), 81.
14 Ibid., 27
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Based on what the surveys indicated as most effective in gaining initial financial support from
individuals, missionaries need to be equipped by knowing how to “build relationships, cast
compelling vision, and acquire digital media skills.”15 As many missionaries are going through
higher education for their training, it is necessary to embed these skills in one or more of the core
classes taught within the missional degrees. To examine the current training taking place,
updated course catalogs of nine of the major Pentecostal (mostly AG) Universities were analyzed
for what was included in their missional degrees. The schools specifically included:
Southwestern Assemblies of God University (SAGU), Northwest University, Evangel
University, Vanguard University, University of Valley Forge, Southeastern University (SEU),
North Central University, Global University, and the Assemblies of God Theological Seminary
(AGTS).
Six of these accredited universities16, along with AGTS, offer a missional degree called
‘Intercultural Studies.’ The reason for this commonly used, generalized title is “so a student
looking to serve as a missionary in a country not open to missionaries [or Christianity] will not
be denied access because of the title of his or her degree.”17 In most of these catalogs, there were
no courses identifying the teaching of any skills related to standard or digital media marketing.
Communications courses within the degrees are often related to the contextualization of the
Gospel across cultures or a general education speech class. Their course descriptions do not
include teaching that would be applicable to relationship building for the sake of support raising,
casting a compelling vision, or learning how to effectively use digital media for their vocation.
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However, the exceptions to the lack of such course curricula found in the majority of the
examined universities will now be discussed.
Southwestern Assemblies of God University, University of Valley Forge, and
Southeastern University all offer viable options for missionaries to learn these necessary skills
within the missional degrees offered. At SAGU, the Bachelor of Arts in Intercultural Studies
includes 15 general electives. This allows the students to decide what they believe would be
beneficial to learn in addition to their core missions classes. They are also able to focus these
electives on one specific area of study. This is called an ‘Intercultural Studies Concentration’
designed to “broaden their skillset.”18 The only concentration that includes any courses on
generalized marketing is the business concentration. Though this is a step in the right direction,
the generalized communications or marketing courses are not enough to equip students to be
compelling communicators. As churches are inundated with requests for support by missionaries,
they must have the ability to cast a clear, compelling vision to stand out among the crowd.
Especially when speaking to audiences, people are quick to disregard an unclear vision rather
than work to understand it.19
The other shortcoming in SAGU’s inclusion of any course related to communications or
marketing is how it is offered in the form of electives. One author notes, “grade-conscious
students tend to opt for classes in easier or more familiar subjects rather than choose the
intellectually challenging courses that will guarantee them a well-rounded education.”20 Leaving
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courses that teach digital media or marketing that could be intimidating for missional students as
electives leave room for students to miss necessary exposure to course material they may not
realize they need. The University of Valley Forge also offers Intercultural Studies majors with
concentration options. However, the ‘digital media’ track has digital media courses within the
core curriculum in addition to the required missions courses. These courses are a better option
for equipping students with digital media skills, but those who do not choose the digital media
concentration will miss out on this content.
Southeastern University (SEU) is the most advanced in its inclusion of necessary
communication and digital media skills in its missional degrees. SEU offers a Bachelor of
Science in Ministerial Leadership: Missional Leadership. In this degree, ‘Missional Life’ and
‘Digital Ministry’ courses are offered. In the ‘Missional Life’ course, digital media is introduced
as “the course briefly surveys historical epochs of missions, and examines critical ideas for 21
century missiological living.”21 The ‘Digital Ministry’ course is much more specific to digital
media skills as it focuses on “developing a digital strategy, best practices in digital ministry
marketing, the power of story, online evangelism and discipleship, building online communities,
and participating in networks and platforms.”22 Looking to SEU’s graduate-level missional
degrees, the Master of Arts in Global Ministry Design has astounding courses related to
communication and digital media skills specific to missionaries. The ability to “effectively
[communicate] ideas and plans”23 is taught in the ‘Ministry Entrepreneurship’ course. Also
included in this degree is a ‘Communication and Partner Development’ course. This course could
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be extremely helpful in equipping students for effective missional fundraising as the course
description reads,
This course introduces key principles and emerging practices in communication,
partner development, branding, and marketing. Shifts in these areas resulting from
modern communication technology are explored. A framework for value
development for financial stakeholders and operational stakeholders is provided.24
At the doctoral level, AGTS offers a Ph.D. in Intercultural Studies, and SEU offers a
Doctoral in Missiology. While neither offers courses related to communications or digital media,
my initial disappointment was met with an understanding of why those courses would not be
needed at this level. SEU’s graduate catalog reads, “The Doctor of Missiology program is a 30credit hour program intended to enhance the missiological practice of leaders with a master’s
degree and significant global ministry experience.”25 The intended audience for this degree will
likely have the ministry experience to already be familiar with the communication and digital
media skills needed in the missions field. Therefore, the courses in this degree appropriately
focus on missiological movements and missional impacts. It is also important to note that this is
the first year that Southeastern has launched new missional degrees within their Hoskins School
of Mission. While they act as a pioneer among the Pentecostal universities for the inclusion of
this modern curriculum, it will be interesting to survey the current freshman in these degrees
once they are on the mission field years from now to assess how properly equipped they felt.

Summary
The surveys proved very helpful in revealing the need for missionaries to be equipped with
communication and digital media skills specific to what would be useful to them in the
24
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fundraising process. These skills could help missionaries complete their itineration faster while
also helping them retain their financial supporters through the duration of their missionary term
overseas. If missionary supporters prefer that missionaries have updates utilizing digital media,
then those who facilitate a large portion of missionary training should work to provide teaching
that would equip missionaries to be successful in doing this. As many missionaries go through
higher education, the responsibility falls on them to implement this teaching into their course
curriculum. Some Assemblies of God universities have begun this implementation by offering
general courses in areas of marketing as electives, while others have completely altered their
missional degrees and explicitly included these topics in their core curriculum. More universities
should follow the example of Southeastern and others working to provide missional majors with
a well-rounded education for their vocation. As earning a bachelor’s degree becomes
increasingly common, more generations of missionaries will be coming through universities
before pursuing the mission field. Our Pentecostal schools need to be ready.

CONCLUSION
Summary
The Pentecostal tradition has been quick to adapt to the evolutions in communication. From early
on in its history, pioneers like Aimee Semple McPherson used media to further their evangelistic
goals. With the development of the Gospel Publishing House, the Assemblies of God shared the
Gospel message and stories of revival further and faster than word of mouth ever could. While
the Assemblies of God continues to utilize digital media, it is important to broaden the scope of
how digital media is used today in order to suggest how media can best be used to further the
mission of the Pentecostal tradition. With a clear demonstration of the need for Pentecostal
missionaries to use media, it may best be applied to their fundraising process. Digital media can
be a significant factor in aiding the retention of financial supporters. Therefore, as many
missionaries go through higher education, missionaries should be taught some of these skills in
the core courses of their missional degrees. This not only better equips missionaries for their
vocation but continues to promote the modern use of digital media within the Pentecostal
tradition.

Limitations
In reference to the research study described in the third chapter, an obvious concern is that the
surveys were completed two years ago. More recent data, especially following COVID that
forced many individuals to become more familiar with technology, could result in different
conclusions. Another factor regarding the research study was that 60% of the missionary survey
participants were 51 years of age or older.1 This could have greatly contributed to their struggle
1

Elena Espinoza, “Missions Photojournalism & Effective Fundraising Methods,” (unpublished manuscript,
November 2020), 45.

56

57

with visual media. The next generations have grown up with digital media and are naturally
better equipped to figure out how to use such media. However, this does not take away from the
need to still educate students on effective communication skills and digital media use. Although
individuals may be more able to adapt to new digital mediums, it does not ensure that they
understand how to use it to their greatest advantage for their vocational needs.

Recommendations for Further Research
As Southeastern has made significant steps toward educating individuals pursuing missions
through higher education in digital media and necessary communication skills, it would be
interesting to survey the students five years from now who are currently freshmen in this new
Hoskins School of Mission. Their participation in a future study could reveal how equipped they
did or did not find themselves to be for their vocation. Additionally, we could compare the length
and experiences of individuals’ itineration processes from those who received a missional degree
from Southeastern in comparison to individuals who received a missional degree from a
university that does not offer communications courses specifically designed for missional
students. It could be hypothesized that students with more digital media skill would know how to
utilize it for their benefit during the itineration process.
Secondly, there are third party companies that are able to “track what form of marketing
is most effective based on how recipients respond/engage with the sent emails.”2 By having these
companies partner with missionaries, the effectiveness of electronic newsletters, vision videos,
websites, and other digital media components could be assessed based on supporter-engagement.
Lastly, an experimental approach could also be taken in splitting, preferably, 100 missionaries
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into two groups, preferably. One group would market to potential financial supporters using
digital media methods of communications, while the other group would market without the use
of digital media. The potential supporters would then respond with how their inclination to
financially support one or more missionaries was influenced using digital media.3 As stated
earlier, the Pentecostal tradition has historically been open to evolving communication methods.
To continue this pattern, we must equip future generations of Pentecostal missionaries with the
tools they need to utilize digital media in an increasingly technological world.
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